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   Since China joined the World Trade Organization (WTO) in year 2001, with the 
rapid development of Chinese passenger car market, Automotive aftermarket entered 
golden ten years, still show a growing trend. 
   As a leader in the global auto parts industry, Bosch is also the first auto parts giant 
company to enter the China market, with brought Bosch car service network to win 
China Automotive aftermarket. How to succeed in the competitive Automotive 
aftermarket? In addition to providing products and service to meet the demand of 
market, establishing the effective and feasible marketing strategy is the key point. 
   In this paper, researching marketing strategy of Bosch company in China 
automobile after sale service market based on the related marketing theory. The car 
after sale service industry analysis; then introduced the development and present 
situation of Bosch company and Bosch car service network, using PEST model to 
analyze the macro environment, the competition in the industry by using Potter's five 
forces model, then analyze Bosch company's market segmentation, target market 
selection and market positioning according to the theory of STP; finally use 4Cs 
theory to learn Bosch company's marketing strategy in detail. 
   Through the analysis of Bosch company's marketing strategy, helping enterprises 
to clarify ideas and solve the problem. Providing some experience for the market at 
the same time. 
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统计，直至 2012 年，汽车售后服务市场的产业规模已达到近 5000 亿元，所贡献























































  第一章为绪论，主要介绍选题背景、研究目的和方法、研究框架。 





















分析博世车联所处的行业竞争态势。同时，还分析了博世车联的 SWOT 状况。 
  第五章为目标市场的选择。通过对汽车售后服务市场进行研究，分析博世车
联如何细分市场、选择目标市场以及市场定位。 
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1990 年美国学者罗伯特·劳特朋提出了 4Cs 理论，和 4Ps 理论类似，4Cs 理

























    在 4Cs 理论中，强调企业从为消费者考虑，充分考虑到消费者的方便而不是
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